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The aim of this research is to study (1) the Internet users’ opinions
toward on-line advertising; (2) the Internet users’ behavior with regard to
accessing on-line advertising media; and (3) the level of importance of factors
influencing the Internet users with regard to accessing on-line advertising
media. The population consisted of 400 Internet users in the Bangkok
Metropolitan area. The research tool consisted of the questionnaires, while the
statistics used for the analysis were in the form of frequencies, percentages,
standard deviation, a t-test, a One-Way ANOVA, an LSD multiple
comparison (in the case of statically significant differences), and the Pearson

Correlation Coefticient.
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The research findings are as follows.

1. The Internet users with different demographics differed in their
opinions regarding on-line advertising. Internet users who differed in terms of
gender, age, and level of education did not differ in their opinions regarding
on-line advertising. Internet users with different occupation and levels of
income differed in their opinions regarding on-line advertising.

2. Internet users with different behavior in accessing media differed in
their opinions regarding on-line advertising media. Internet users with
differences in terms of the time at which they logged on to the Internet, the
period of time they used the Internet per week, and the duration in which they
were logged on had no differences in regard to on-line advertising. Internet
users who differed in terms of the average time they spent using the Internet
per session had a different opinion in regard to on-line advertising.

3. The level of importance of factors related to the Internet caused
Internet users to have a different opinion regarding on-line advertising. The
different levels of importance of the factors influencing the reception of on-

line advertising resulted in a different opinion regarding on-line advertising.
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